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Gift giving plays a vital role in building, maintaining and deepening interpersonal 
relationship in China, which therefore has created a huge gift market. Because of the 
differential mode of association, gift-giving behaviors in China become complicated. 
At the same time, existing advertisements for gifts are of different levels and 
effectiveness. In this paper, empirical research method is adopted to examine the 
consumer evaluations on gift-giving ads from the perspective of the relation between 
the giver and the receiver. 
In the first study, university students were randomly assigned to each of the cell 
in a 3(relation type: emotional, mixed or utilitarian)×3（perspective: givers, recipients 
or both）between-subjects design, where each subject would receive only one 
treatment of independent variable levels and one treatment would not be affected by 
another. It can be found that relationship type has a significant effect on customers’ 
attitudes towards ads and their purchasing intentions. The attitude of the subjects 
towards gift-giving ads of mixed relation has the highest level of intensity, followed 
by that towards gift-giving ads of emotional relation. Meanwhile, subjects show 
negative attitude towards implemental cooperation ads of utilitarian relation. 
However, in reality, customers probably are not be exposed to a single type of 
advertising as shown in study 1.They will make comparison among gift-giving ads 
with different ways of presentation before making any decision. As shown in previous 
studies, age of the consumer maybe one of the factors affecting gift-giving ideas and 
behaviors. Therefore, a second experiment is conducted for revision and perfection of 
study 1. 
Within-subject design (each subject is given all treatments of independent 
variable levels) is adopted in experiment 2. Each subject watched three pictures 
involving different perspectives of the same relationship type and then grating them. 
















social experience are essential factors for gift-giving perspectives: Student group 
prefer recipients’ perspective in emotional relation and mixed relation, but giver’s 
perspective only when they cooperate with others; while worker group would choose 
recipients’ perspective in emotional relation and utilitarian relation with stronger 
purchase willing, thinking that giver’s perspective is more attractive in mixed relation 
ads. 
From the results of the above two studies, it can be found that three factors, 
relationship type, perspectives and age, play an important role in customer’s response 
to gift-giving ads. Additionally, empirical method is theoretical and practical to 
Chinese gift-giving research. 
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图 1.1  茅台白金酒贺岁篇            图 1.2  黄金酒送礼篇 
 




































1.3  研究意义 
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